SEABSRIERT

4w ARoCE RER

Business

Negotiation
English

2 MSEFESKE MR




KAHSRBRT

SERAEFSRFIRIR
Business Negotaition English

F B/ AR ALAE
W OE Tk FXRXE

XA 5 5 R AL



BRERRE (CIP) HiE
ERWSRATIE/RIE, ABFEER. —JLm: X

W ARG RF WAL, 2007
ISBN 978-7-81078-893-9

[.% - 0.QOFK--QF - Il. BHRH - HEiE - [1iE
IV. H319.9

HE RSB 1 CIP i (2007) 2 087830 &
© 2007 £ IHBFRABAFHRTHRET

WAL BESR

kR SIRAIRIE
Business Negotaition English

AXE BAEk EH
REHE: & I

XA 2B RS K ¥l R
R HARXEH AR 10 5 R RS : 100029
MRWgRE % : 010 —64492338  RATHRHLIG: 010 ~64492342
PIhE ;. http://www, uibep. com E-mail; uibep@ 126. com

BLTEFEREARAREDSE  FEBEIERAGERT
AR 175mm x230mm 4.7 Ik 295 FF
2007 4E7 BALFE 1R 2007 427 A5 1 EVR)

ISBN 978-7-81078-893-9
EN¥. 0001 -5000 8 . 21.00 7C



& BT

BEE B E A WTO FIXFAMF NS —EH L, ERFRASSERLFNELE, B
RS RAITESIEMRE AR L, EHKRERT, SEBAHSIR T IRARE, #
ARSI AR R s AR R A AL, RS R O R A0 E B4k R
R, FZIRGSRAMPWAE H0mEK. FRERNTEME R BERETAL2ER
JTREEE 23] TS B — A SE R BSR A E 5.

AP LR\ EINE | SMEH . SRMEREZNBIINARNEERE ., A
RECKPNEERAL LS REMEETE, BAREENWHENLRER. 2B
WE JRAFISE, FERRERB—AATRDHF L TRBNSHITH,

ABERBZTIILAR SR

—. WEFEHEARGME

AR NS NI, BARE T ERRHFRANE-ITENEREAS, i
A AR 55 75 S P T R R BN A FH R R AT B RS, MR AR |
BARRA . REBRET HIRA SR ARA, Ak RELSFRA . BRI RS
0 RAES, FIARSEEIP, B4, B—RTENRETRATFHERLER
EESER, R TR EERMKSRERN UL, URESHRA PRIRERER
XAEH

—. BEHHRBIES

AHIPREWERPRAXBENRESE, EFTHREORDLE S, &F.
B, WREEENA, BEABTESMIRAT R RAEKRELAR, RIS ¥R
FARBHENE L, SN S RA A RA SRR ST SR ST

=, wWEW SR

A IRAHT. B—BSTEFBTIULKES: (1) MRERARNS; (2) Ak
WHEIRE S (3) BRMIE; (4) HRAREBE: (5) X@AE; (6) LA%Y;
(7) SEXAERNFRN, FLAZK, WEHASY, EIBERRE—WHRT,
FI—E SR EMRESIML,

W, BUERE SHEEET

AHRATEMPOEL RN T RS, HEEENES 7], BHRNEE, XBEA



AR TEIRATTHAFMIREE, CHHTREREEFTNRIEERS . A%, FH8
B—HERMNEEEAD, BEREET, B THALRELRAT, WERKFEE.
PURHAMH & RALHRE, 2%, 2392,

FHRAEE, RICE, ERIL, REEFINHRMEERS, HPH—. =,
=, AT IRTHEASRES, FH, AN BT =ZRTaRCERE, B L.
THHERETHERILHS, HH—A+ _HrhRLERS

&fE, HTHENACKR, ¥RFRYZLe, HIFHITHIE.,

wm &
2006 ££10 A 26 H



Unit 1
Unit 2
Unit 3
Unit 4
Unit 5
Unit 6
Unit 7
Unit 8
Unit 9
Unit 10
Unit 11
Unit 12
Unit 13
Unit 14
Unit 15

H 512

Contents
Marketing, Promotion & Advertising ««++««=s+sresserreererineriiineiniiniiiiien (1)
Price Negotiation — ««+++ressserrsereuiinimiietiiiiiiiin i (21)
Packing  +-eveeeessrerenmneee i (45)
SHEPIMENE 1 rerrrreerrrrmtai e (65)
International Payments ««-«+---««eeesssreeesnureessmumesennireenitiee e (81)
[NISULAIICE +++v+eessvrrrsroncarsnenesnenscueesusansacnssnsrssssiossersssensnesnonsannesnns (94)
Credit and Financing  «++-++«sesserrereaseeeremminaneitiiiiiiiienian (104)
International Project Contracting and Labor Service = «-er--eereeseereneenen. (116)
Technology Transfer  ««««e-s-ereesrsurremnaeeemiii e eanee s (136)
International Project Management —«--««:-cetesmraeeeeriiianiiiiciii. (148)
Bidding  evreeeeereseeemrsim it (169)
AAGEIICY ++++vteessrreteesnmneesintbe ittt n bbb e s (178)
Merger and ACQUISIEION «++e+ersrerrnsssssseiiimeeimiiiiiiiinesiis (189)
ATDIETAHON  ++rvesrveeraroreniiinrmiiiireieiintiiiieiiaitensirerrarsstinseersarrasienes (199)
Complaints & CIAIMS «++-+«r+eresreeermueeemsmereenmieienititieee e (213)

Key 1O EXEICISES cvcvrrrerereetinttitiiiiaiisniiiiteiiiiotetiotetsiatsaiecestsnssssarccsiosnssanes (226)



Unit 1

Marketing, Promotion &

Advertising

Background Information

Advertising and promotion are important parts of
the international marketing program of firms competing
in the global marketplace. More and more companies
are recognizing that an effective promotional program is
important for companies competing in foreign markets.
However, in addition to its importance, many
companies are realizing the challenge and difficulties
they face in developing and implementing advertising

and promotion programs for international markets.

Companies planning on marketing and advertising

their products or services abroad might face an
unfamiliar marketing environment and customers with a
different set of values, customs, consumption patterns
and habits, as well as differing purchase motives and
abilities. Different creative and media strategies as well

as changes in other elements of the advertising and
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promotional program are often required for foreign
markets.

Just as with domestic marketing, companies
engaging in international marketing must carefully
analyze and consider the major environmental factors of
each market in which they compete. The major
environmental factors affecting international marketing
include economic, demographic, cultural, and political
/legal variables. A country’s economic conditions
indicate its present and future potential for consuming.
Marketers must consider a variety of demographic
factors including income levels and distribution, age and
occupation distributions of the population, household
size, education, and employment rates. Demographic
data can provide insight into the living standards and
lifestyles in a particular country that can be helpful in
planning an advertising campaign.

Another of the

international marketing environment is the culture of

extremely important aspect
each country. Among the most important cultural
variables for marketers to consider are the language, the
customs, the tastes, the attitudes, the lifestyles, the
values, and the ethical/moral standards of each society.
Nearly every country exhibits cultural differences that
influence both the needs and wants of consumers and
also how they go about satisfying them. Marketers must
be sensitive to foreign cultures not only in determining
what products and services they can be sold but also in
communicating with them.

Advertising is often the most effective method of
communicating with potential buyers and creating
markets in other countries. International advertisers often

have problems with language. The advertiser must know
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not only the native tongue of the country but also the
nuances, idioms, and subtleties of the language.

In addition to language, advertisers can encounter
problems with the connotative meaning of signs and
symbols used in their messages. Problems arising from
language diversity and differences in the signs and
symbols can usually be best solved with the help of local
expertise. Marketers should consult local employees or
use an ad agency that is very knowledgeable in the local
langnage and can help verify that the advertiser is saying
what it wants to say.

Religion is another aspect of culture as it affects
norms, values, and behavior patterns. The political and
legal environment in a country is one of the most
important factors influencing the advertising and
promotional program of international marketers.

In recent years, a great deal of attention has been
focused on global marketing. Product standardization
and global marketing enable companies to roll out
products faster into world markets.

The “Think global, act local” approach éppears to
be the dominant strategy used by many international
advertisers. Many companies are taking what might be
called an in-between approach by standardizing their
products and basic marketing strategy but localizing their
advertising messages. Rather than using a global
advertising message that' will be seen by diverse
markets, advertisers are tailoring their ad executions to
local cultures and situations.

Many companies prefer centralization of the
international advertising and promotion function whereby
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all decisions such as agency selection, research, creative
strategy and campaign development, media strategy,
and budgeting are done at the firm’s home office. The
centralized approach can result in considerable cost
staff and
Under a
decentralized organizational structure, marketing and

savings, as it reduces the need for

administration at the local subsidiary level

advertising managers in each market have the authority
to make their own advertising and promotional
decisions. This approach is often used when companies
believe local managers know the marketing situation in
foreign countries the best. The combination approach
allows for consistency and uniformity in a company’s
international advertising, yet still permits local input and

adaptation of the promotion program.

It is also important for advertisers to conduct
research on consumers’ reactions to the advertising
appeal and execution style they plan to use in foreign
markets. Advertising and communications objectives
should be formulated based on the marketing strategy
and market conditions in foreign markets.

The other way for the international advertiser to
reach audiences in various countries is through the use. of

international media that have multi-market coverage.

Product Promotion

Product promotion can effectively speed up the
process of new products entering into the markets.
When the customers have very little knowledge about the
new products in the markets and give no active response

WA EH RE O3, LB B4
B TR A ERX . FRE
B R R R 5 B F AR A
B A AR E,

EPFHEAROET BT L,
BAEETAELRESLSTAE
HAREERER, EE+ER
MM T, B 5 TR &
GHEAB R T 5 Fadpdh
EH, HAFIAK SR ZE AT
BB T IRFAR T B85, — ik
ARAEEPEEN T &, £H
ARG REN AR
NEBIRS EEHG—H R
— M, LR A BRI S
AT & W93 el 2K,

JEE p A ssE a6 B Sk
TS RAHR, L LB
Kl % E S ARG F X AH
HFEEHEN, HESEE4
B, BELATFESTHGHR
A B % 3k T KA,

@ BTG E P TAE
SRS EBGEREA
B, R A EBIRT AR S $A
LE

J= o 0 A AE VT VU B ik
#}ERIAT LA, BHE
# 5 R AL 3 6987 7 S TR H
B T R Fedd b ARG BB



Unit 1 Marketing, Promotion & Advertising ’\_{/

to them as expected, a timely promotion can blaze a
trail quickly for them within a comparatively shorter
period.

Product promotion can defend and compete against
the rivals’ promoting activities effectively. When the
rivals are extending their products in a big way, an
untimely counteracting step will lose you a large
proportion of market shares that you already have.
Hereby, product promotion is also an effective weapon
in defending and competing against your competitors.

Product promotion can effectively stimulate the
inbreathe to them the
When the

customers are wandering in the numerous commodities

customers’ purchasing and

concepts favorable to your company.

of the same kind, hesitating in making the final decision
of purchasing, timely promotion of your products will
bring an unexpected effect. In this sense, promotion is
much more important to those products of various kinds
and in scorching competition.

Product promotion can effectively influence the
middlemen’s, especially the retailers’ trading behavior.
It is extremely important for the manufacturers to keep
good relations and co-operations with them. Thereby,
manufacturers often adopt many ways of promotion to
urge the middlemen, especially the retailers to make
favorable management decisions.
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- Situational Dialogue

Dialogue 1!

A

Mr. Li, I know that it is important to expand into new markets or enter into new fields of
business activities. But what sort of information should I look for?

et  REARIRAFRENEMA RS =AW ERE, EXTIBRPRTET
R 2ER?

. First, you’ve got to find out whether there is any demand for your product and what

competition you will meet. Then you have to know the local conditions and preferences,
that is, government regulations, business customs and practices, and cultural background.
B, FEEREERA RN RELSEEA TR, EEM LS. REHEH
T 2 4 Y T SR DL BT, 40« 224 e TBOPRF 51 5 FO R 1 BE XU 3 1R R AR 4 3T
HHE.

. That’s true. There are still wide variations in taste, customs, behavior and expectations

between consumers in different markets. Then how can we get all the necessary
information about a new market and a new customer?

PAERT, AT 85 o RAE DR G SEAT O LA B2 i35 B {8 7 5
TERD 2R, IRATRATAT LUES R I A BT 3 BB L AR B IR7

. Information about a new market and a new customer can be obtained through different

useful channels. The internet is widely used in business activities. By getting on line you
can get a lot of valuable information.

LB R ZEERERF TS FEOT R . BREW BT R MNIEETR, &
ot R R BR S A M ERE B

. Are there any official organizations which can provide me information about new markets

and new customers?

BRAE—EETHRIE?

. Yes. Banks, Chamber of Commerce and Commercial Counselor’s office can be helpful in

building business connections. They can provide advice about the size of markets, their
location and also such things as price sensitivity and import controls in specific areas.
o MWIRIT FS SCAETiAL FT 18 BIVF S48 T3 A R /AN 3L 6 BT BBURR B2 LA st
FRRHSFZ A RNER.
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: Can I get some information from the newspapers and magazines?

REENIREL FE PR — B fE NG

: Yes. You might also get some information from some trade publications and export
magazines. They can provide financial data about the volume and value of specific
products exported to and imported from any single country in the world. They will help
you compare specifications, functions, quality and packaging of products.

ATLL RA] DA — 202l FEEREA T ISR TR, & lb HEE A T BE ) AR 1R L ok
Bk G AL — N E S O OB E S F SR, XSL L BEMRHE
A BT3GR I AE R R ARSI —

. We intends to go global. Then, how should we enter overseas markets in the first place?
RABTE BN R, 2N A BEE LT IT ARSI 7

: There are various methods depending on your different situations.

NGk NG Epipe

. Can you be more specific?

BB YiA5 Bk — ke

: You may use intermediary, such as export agent, to deal with buyers in the overseas market.
PRAT LAE i AR R AR Y P S AR 2 R 7™ Ao

: Can we have direct export?

BATAT LA E & A2

: Yes, you can handle your own exports by setting up overseas sales offices. You can also
sell the rights to use a manufacturing process, trademark or patent for a fee or royalty. In
services such as hotels, you may negotiate a management contract with a local business to
run the hotels on its behalf.

L, ARGTAT LAFEIG AN I A B A B A R At Ok 5o R ATSRE AT BA i B A ™
FR BB, BOISEEEXRERLS AR5 2R, ZITE R, HE
REIEHEEN 2 S .

. Can we work together with a local firm to develop a particular market?

RATRER 5 Kb M S/ETF AR BT 57

: Sure. You can establish a joint venture in a foreign country with a local firm. You can
also buy a local firm, or set up your own manufacturing subsidiaries abroad.

LWRTT Lo RATATLAS Bt IR R T, ARATE ] PISEH Z i py Al
CIER e E AL R /AT
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Dialogue:2

A is a consultant. B is Li Ming, a marketing manager of a trading company.

A:
A:

B:

HHER. B: T, —KHAHLFANT HHELHE,

Good morning, Mr. Li. I'm glad to learn that you want to market your product abroad.
B b 2 edk . THARE S EIMEERA TR M.

Yes, we have a good product and it should be in demand in other countries. But I don’t
know how to begin.

B, RAOFA LI &, SMNEXX L RENZAE TR, BRATENEF
Ao

: Generally speaking, when you plan to sell goods in a new market, you should do market

research to find out whether there is any demand for your product, what sort of
competition you will meet, and the local preferences as well.

— Bk, MR RITE B T S EHE ™ &, RO AT R B, 7715 2R 24 5t
WABI W= B RA T K, FEEm RS, LU e XA

: But I am far away from the market. How can I carry the market research?

BRERITZHMANN G, R EFERABYE?

: You can employ a local specialist to do the market research for you. You need to find out

why consumers buy, where and for what purpose. You can also test a market by mailing
your catalogue and price list to your potential customers to find out their reactions.
Another way to assess the market potential is to take a stand at a Trade Fair to exhibit
your products and to see what response you get from prospective customers.

YRAT LA A 2 B W AR ORBT . IR R ERE R IE 4%, 88, it
AT BT o RULTT LUE ST I TE R BR 2 T & B R UAKRT S A B3R kT
BRE XS R T 5L, B AR = RARA RN 60, BE & X
ot B2 BRINAAT

. Can we place advertisements in magazines or newspapers in the particular area?

AT R — s KR IRER A8 L8 57

: Yes, of course. You need to influence the people there to buy your products. I suggest

you to get in touch with the local advertising agent with experience of sales campaigns
and having good contacts with local agencies. They know the business and the local
conditions much better than you. They will help you decide whether you should use TV
and radio advertising, magazines and trade papers, or mail order and direct selling
depending on your products.
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LR, RHEXWLHMAR, I ERR AR M. REVRS L8
BERY T EREFNER, SR ABELRAERFILFEANT SABEAFE
BRR . Apse &R B HARETE 2 b B S AR AT . ABATREAR B4R 89
R e RTFERARN EET & ERERE LR A L &, ER
S P L S 25 0 80 A O SUAR S AR A BRI T o

B: That’s a good idea. We have to make sure that money is spent where it is most likely to
produce results.
BB RIVBEERAEETIT L,

A: You’re right. You can have promotional programs combining advertising with purchase
incentives to increase sales.
YN o ARAT USR] — L0244 05 3l , 48— Lo BRI R 1 5 1 &) 5 5 4 7 R R ST o
e,

B: How can we handle those promotional programs?
A2 an ] SRR X LR B HE Bl 7

A.; Promotional programs may involve direct mail, catalogues, exhibits, advertisements, in-
store displays and special events. Purchase incentives include discounts, samples, gifts,
rebates, and coupons.
RASTESH IS EEMRE JRR W 5 E R RN S RS RS BRI W & —
FAlRY H o B EEES %mﬂ%ﬁt%%ﬁk#mJ%ﬁthﬁﬁﬁ%u
REAWHNES,

B: Well, I now have a much clearer idea how we should do to market our products abroad.
Thank you very much for your information.

BAER X AR E A 2 ERAF B MA T — DB s, JEw Rt

A You're welcome.

ARES

Dialogie’3

A I know that advertising and promotion are important parts of export marketing. But I am
not familiar with the different approaches of advertising. What will be the good
approaches to show my products?
RmEHRAEHEL OB RMEEART Y. RMETEMTEFEART #.
05 v BT I R AR R R B i 7

B: Well, the purpose is to attract people’s attention. I think the first thing you should do is to
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decide what media you should use and when you should place advertising in the media.
BRI B R E R R S o FRATNR T S 0 15 26 B (8 F A g A LA R AT fsf
Tk R

A Can you be more specific?
REA BiAS BE BfE— 7

B . The methods you will use to display the product depend both on what the product is and
how much you want to spend on advertising. They should enable the marketer to
communicate the massage in the most effective manner to the largest number of potential
customers at the minimum cost.
RS W TFBREE AT, URIRARITEIE & EIEZ D&, TERE
FRFEUSEARA , AR TR R ROEEBEALEE R

A Should T advertise my products in TV?
REEERA L) HY?

B. You might consider placing advertisement in TV because TV provides the opportunity to
combine visual images, sound, motion, and color to develop creative and imaginative
appeals. Since TV gives marketers a chance to reach mass markets and often at very good
cost efficiencies, it is a particularly popular medium among companies selling mass
consumption products.
RET A B LB, RAMA THRER, 58 SE. O, BRAE R
BE BB RS BRILA DARRBEBR T 2RISR AR
35 LR, BT L B LR HE A AR B i A 48 5B

A What about radio advertisement?
REBEE)] EEAR?

B. One of the main strengths of radio as an advertising medium is its low cost. Another
potential advantage of radio is that it allows listeners to use their imagination when
processing a commercial message. The largest radio audiences occur during the early
morning and in late afternoon drive time.
B RAETEMARERE. B0 A — M EEMERRT SRR, I ARrT Lz
TR BRI R A, BT 3 U A 22 BT

A Do you think newspapers and magazines are useful tools to present my products?
PRIA IR T e b th R R R 7= i B A 1 2

B. Yes. Newspapers and magazines may be able to convey more information and may keep

the message available to the poténtial buyer for a much longer time. Newspapers are an
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especially important medium to local advertisers and particularly to retailers, because
newspapers provide advertisers opportunities to reach all segments of population with their
advertising messages.

B, WAZETURSIFEZMGEL, B NEENH A REBERMENEE. B
FARAA VLSBT S E BB A SRR, AN TR & & P RS ER
FHBREERHE .

: How about outdoor advertising?

PN EBCR I 7

. Outdoor advertising is one of the most pervasive communication forms, particularly in an
urban or suburban area. Billboards and posters can make a quick and strong impression on
the consumers. They remain successful because of innovation through technology.
Nowadays, three-dimensional forms and extensions are used to attract attention.

PN TALRAE , AR S K, [ MU R AR TR A 28 T8 2 B T R ALY
B PN ERIREH FHEACIH . Har=Z4R0 & L HE YR
M5 |7 S8 R

. Could we use booklets, letters, and catalogues for direct mail advertising?

RAT LS/ 15 & BRI R B R A A T

. Yes. But you should build up a mailing list of possible customers for direct mail
advertising.

A LA ARG SR E— T PR,

. What should be the size of my advertising budget?

RAFATF EHHBERAART RS LY

. That depends on how much your competitors spend, on the market potential, as well as
on the media you plan to use. Generally speaking, an advertising budget may vary from
5% to 25% of your total sales.

REBRATNESHFRZ LB &, BETGBNIE LR B EBRITEEH
MRS Ay . — MR, TS B A S B BRI 5% F 25% .

. I see. Thank you very much for your information,

KART o HHEHR,



